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In recent years, rapid economic development improves our living standards，
people's shopping tastes and consumer attitudes are changing,too. Impulsive buying 
behavior gradually becomes the mainstream of the consumption style. The consumer 
research on impulsive buying behavior has very great significance. The main purpose 
of this study is to identify the main driving factors of the impulsive buying behavior，
and to explore the influential mechanism between these driving factors and impulsive 
buying behavior. 
Impulsive buying behavior is affected by many factors. Based on a large number 
of research literature,this study summarized the four main drivers: product factor，
environmental factor,communication factor and service factor. 
In addition, given the relatively small academic research on the relationship 
between the customer experience and impulse buying, in order to further explore the 
processes and internal mechanisms between the drivers and impulsive buying 
behavior,this study will introduce the customer experience as a mediator of models, 
discuss the relationship between the two in the view of customer experience, 
assuming the drivers through the intermediary role of customer experience impact the  
impulse buying. 
Finally, these driving factors can stimulate the production of impulsive buying 
behavior, but this process is affected by the internal impulsive characteristics of 
consumers. Impulsive nature of consumers is the consumer's own internal factors. 
Therefore, this study selected the impulsive characteristics of consumers as the 
moderator. 
To study these problems, this study chosed the cosmetics industry, and 
considered female consumers in Xiamen as the main survey, we collected 248 valid 
questionnaires sample and analyzed those data. The empirical analysis basically 
proved the thesis ideas,the main conclusions included: the fours main drivers has 
significant influence on customer experience; customer experience has significant 














service factor has influence on impulsive buying behavior,but environmental factor 
and communication factor had no significant influence on it; the product factor and 
service factor will，through their experience as media，influence impulsive buying 
behavior; impulsive characteristics of consumers moderate the relation between the 
service factor and impulse buying behavior. 
As a summary of the entire study, this paper finally discussed the practical value 
of this study, the main fundamental deficiencies and recommendations for future 
research related study. 
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包括中国大陆，不含港澳台地区，以下同）：1982 年为 2 亿元，1985 年为 10 亿
元，1995 年为 40 亿元，1995 年为 190 亿元，2000 年为 335 亿元。2005 年化妆
品工业总产值已突破 960 亿元，生产厂家也达到 3000 多家。2006 年化妆品制造
工业总销售额约为 1100 亿元，同比增长 12%左右，2007 年已逾 1200 亿元。前
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